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Social media is the main tool, that the companies use to promote their products and 
services. Nowadays, having a Facebook and Instagram account plays a major role in 
promoting a company’s social presence and simultaneously provides them with the 
opportunity to attract even more potential customers.  
In the case of tourism, a strong social presence is the key factor in finding the future 
travelers. A right-built website with the capable keywords, in combination with the 
google advertisements and the social presence in ‘The Big 3’, ( Facebook, Instagram, 
TripAdvisor) are of primary importance. The aim of this consulting project is to dive 
into the social network of Albatros Private Cruises and find the reasons, why the 
travelers cannot detect the company easily in the Internet platform. After analyzing all 
the data the deliverable outcomes will be, to be able to present to the owner of Albatros, 
what he should change and how could that be changed, so as to reach the top of the 
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• Presentation of the problem 
 
The main problem, that the Albatros Private Cruises company has to face, is the low 
social media presence. Christos Antwnakis, the owner of Albatros Private Cruises, 
declares, that customers cannot find him on the Internet platform, despite the fact that 
he owns a website 4 years now. Furthermore, he expressed his concerns about the last 
minute reservations. Travelers find him one or two days before, just by visiting his 
promotional kiosk, while other cruise companies have multiple early booking 
reservations 5 and 6 months before. Waiting for a last minute reservation in 
combination with the fact, that other competitors’ companies are flourishing with online 
bookings, multiplied his stress levels and the likelihood of an impending disaster. This 
incident raised Christos awareness and led him contacted me 1 year ago to provide him 
with the right guidance, so as to avoid the collapse. Christos knew, that I am the social 
media manager of our family cruise company and have the knowledge in promoting a 
yacht company in the social media world. 
The aim of this consulting project is to provide the reasons why Albatros Private cruises 
has a low social presence and to purpose the way, that it can proliferate its brand 
awareness with the implementation of the social media. 
 
• Social media marketing and tourism industry 
 
During the last decade and due to the tremendous development of the Internet, the world 
has changed dramatically. Nowadays, anyone holding a business or not has the chance 
to sale, buy or just get informed about a product. The development of the Internet into a 
pioneering marketplace has changed the way people used to buy goods and services. 
Some years ago, people used to visit a store before buying a product. On the other hand, 
companies had the chance to promote their products via TV, Radio or newspapers. 
Now, the marketplace is on the internet and it is more than apparent, that each and every 
company promotes their products via social media and customers assume, that the 
majority of the companies have Facebook or Instagram accounts. 
 
According to Chan and Guillet 2011, social media marketing has been categorized into 
five stages. Attracting, engaging, retaining, learning and relating. The main obstacles 
being confronted in implementing social media marketing are the following: need of 
interaction between customers and lack of commitment, unresponsiveness to visitors 
and access problems, inability to use social media and the lack of communication 
between different levels.  
In the tourism section, social media marketing plays a significant role in the tourism 
industry. The development of the internet has fundamentally reshaped the way travelers 
access information, book their hotels and plan their trips.(Buhalis and Law, 2008; 
Senecal and Nantel, 2004; Xiang and Gretzel, 2010). 
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Chan and Guillet (2011) have observed, that the majority of the tourism industries have 
implemented multiple promotional endeavors, through Facebook, Instagram, and other 
forms of social media, to advertise their services, and products. Other popular activities 
included responding to clients’ reviews, taking care of complaints, and holding contests. 
Beside Facebook and Instagram, YouTube and Trip Advisor are among the social media 
sites utilized within the tourism industry.  
Despite the fact, that social media marketing offers a great amount of benefits to the 
tourism businesses, it lurks imminent risks, that should be taken into account. Blogging 
is becoming more and more popular as a social media tool. Indeed,  in spite of the fact, 
that blogging is considered to be a critical social networking tool, it could lead to 
unprecedented impacts,  if not managed carefully. It is genuine, that blogs can be a 
capable source of ‘word of mouth’, but they can moreover be a source of negative 
impact from unsatisfied customers (TripAdvisor reviews). There will always be those, 
that encounter problems or are just looking for a reason to complain. So, the tourism 




2. Literature Review 
 
 
• The power of social media as a branding tool 
 
Despite the fact, that marketing through social media has a gigantic potential, numerous 
companies are not able to take advantage of such benefits and increase sales and brand 
awareness. According to Damian Wolf (2015) the most significant benefits of using 
social media are the following: 
 
1. Increase Brand Awareness  
 
One of the fundamental advantages of social media is brand awareness. Having 
accounts on numerous social networks, helps the company to fortify a strong e-presence 
and multiplies the potential users and customers to get acquainted with the brand.    
With nearly half of the world’s population using social media platforms, they are a 
natural place to reach new and highly targeted potential customers. E-presence helps 
companies to promote their product and strengthen their brand awareness. If people are 
unaware of the business, they probably will not be interested in buying such products, 
let alone be curious to learn about it. 
 
 
2. Improve Brand Loyalty and Authority  
 
Nowadays, people tend to comment on social media, either when having a problem with 
a potential product or are highly satisfied with that. The more they talk about a product 
on social media, the more new users are willing to get acquainted with this and follow 
its updates. The bigger the interaction, the higher the brand authority, especially if a 
company can get major influencers to talk about the brand. Essentially, the more 
engagement on social media, the higher the devotion from the customers. Social media 
provide the companies with a great number of tools, in order to promote their brand and 





3. Engage with customers and improve customer service 
 
Each company is fascinated by knowing how their customers behave and what they are 
interested in. Nowadays, the key concern of many customers is customer service.  
The foremost noteworthy thing is for a company to understand the method of 
communication, that the customers prefer, which today is through social media.  
Through social media, companies can quickly and easily offer assistance to clients, by 
responding to their questions and concerns. In this way, clients have the chance 
instantaneously to receive the required help from the companies. Through social media, 
companies are allowed to monitor customer comments and valuable insights according 
to their interests. Finally, by responding to the client’s concerns in public, companies 
show a level of quality and a certain level of straightforwardness. 
 
4. Distribute content and increase traffic 
 
Sharing quality content on social media is a key path in leading customers back to the 
company’s site. People nowadays are searching for the content that fascinates them, and 
such content they are willing to share. The more quality content a company shares, the 
more the website traffic. More traffic means more leads and conversions. Social media 
marketing is already ‘the big thing’ for numerous small and mid-sized businesses, 
advertisers, and marketers, who keep up with trends in social media marketing. 
 
 
• The big “TRIO” 
 
There are various tools for social media marketing. According to my experience these 5 
years in yacht tourism, the social media, in which a cruise company ought to be present, 
is the ‘ big TRIO’. The big ‘TRIO’ is the right combination of 3 social networks, that 
can lead to desirable results. The big ‘TRIO’ consists of: Google Advertising, 





Google Advertising is the electronic appearance of the traditional advertising. It is an 
online promoting platform, that was created by Google, where promoters have the 
chance to advertise their products or services to web users (Wikipedia, 2000). Ads can 
be shown not only in the results of the google search engine, but also in videos, mobile 
apps, etc., under a pay per click pricing model. In this way, Google enables businesses 
to set an advertising budget and pay when they are clicked by a user. Google ads are 
largely centered on keywords. Keywords are words or phrases, that describe a product 
or service, and determine where the ads can appear. Furthermore, creating an account in 
Google ads, Google offers a free access to Google trends. Google trends analyzes the 
popularity of top search queries in Google Search across various regions and languages 
website. In this way, Google enables the businesses to collect the insights of their 
website and to discover the profile of the customers, that used to visit their website and 
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when creating an advertising campaign in Google, it enables them to  target the 







Facebook is a social media website, that was developed by Mark Zuckerberg in 2004, 
while he was a student. Facebook advertising works similarly to Google advertising. 
The only limitation is that these ads are centered exclusively on Facebook users.  
There are tens of thousands Facebook users globally. They spend a lot of time on 
Facebook web page and do billions of "clicks" every day. So, "Facebook" is ideal space 
for digital advertising. In addition, it enables targeted advertising, since its users reveal  
their age and interests in the system. The advertising on Facebook follow the same pay 
per click advertising model as Google advertising, according to which advertiser is 
charged only when the user clicks on the ad. 
 
According to Instagram, it is the communication channel with the foremost dynamic 
and interactive user base. It is a free, online photo-sharing application and social 
network platform, that was acquired by Facebook in 2012. With around 400 million 
active users, companies endeavor to win consumer interest by using Instagram as a 
visual tool. In this way, each and every business can reclaim it as the ideal tool to 
interact with users, create discussions, get feedback, and communicate with new 
customers through comments, while building new relationships. Since Instagram has 
been acquired by Facebook, it is easily for a business to run and manage ad campaigns 
across both Instagram and Facebook. It is more than apparent, that campaigns that ran 
across both Facebook and Instagram can lead to better performance on website clicks, 




Nowadays, the communication through the Internet platform, has a gigantic influence 
on consumers, particularly with respect to the service sector. This plays a significant 
role in the tourist sector, as the majority of tourists rely mostly on the information and 
the data they receive through the websites, as well as through reviews and experiences 
of friends or siblings resulting from discussions or through multiple webpages. 
TripAdvisor is where the people criticize and praise. It is like a guestbook, where 
people records the best and the worst of their holiday experience, so as to inform the 
properties to make some changes in the coming future or just to export their admiration 
/claim. This trend comes out from the fact, that tourists are not able to "try" the service 
before its consumption, which is additionally a shortcoming of tourism as a product. For 
this reason, they prefer to be informed, for the destination they are interested in, from 
reliable sources, for example from the opinion and experience of a person who has 
already visited the destination, to decrease uncertainty. The only limitation is ,that 
TripAdvisor is a kind of guestbook ,that lives on the Internet long after the vacations 
have come to an end. That means, that if a review has a negative impact on the 
company, the review will stay online for years. This is why, the companies should bare 
in their minds, that TripAdvisor can offer them a majority of benefits, but 
simultaneously can cost them a lot. So, companies should invest in that. They should 
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hunt for a 5 star review in TripAdvisor, offering the ideal service to the potential 
customers ,in order to gain it. 
Moreover, the last years TripAdvisor has launched a platform, through which a 
company can list their products and gain instant bookings with a commission rate. 
The fact, that someone can read a review on TripAdvisor and make an instant booking 
on the company’s product can lead to an ultimate booking proliferation.  
 
• Albatros Private Cruises profile 
 
All the data related to the company’s profile retrieved from the interview, that the 
author had with the owner of Albatros Private Cruises. Christos, the owner of Albatros 
Private Cruises is a 35 year-old business man, he lives in Ouranoupolis, Halkidiki and 
he grew up on a boat, while his father was a fisherman. He loves the sea and he knows 
everything about each spot of the region. In 2015 he decided to transfer this passion into 
a cruise ship, providing in this way the tourists with the chance to live such an authentic 
local experience. The idea was born and “Albatros” like a flying bird anchored in 
Halkidiki’s third peninsula in 2015. Organizing private cruises up to 10 people plus the 
captain, which is Christos, Albatros offers the guests the opportunity to live 
unforgettable lifetime moments. All cruises starts from the port of Ouranoupolis with 
destination the Mount Athos holy monasteries, the island of Ammouliani, which is the 
unique inhabited island in Halkidiki, the islet Drenia lagoon and the well-known Blue 
lagoon of Vourvourou (second peninsula).  
Moreover, the company organizes special events, such as wedding proposals on board, 
bachelor and birthday parties and the unique experience of fishing in Mount Athos bay 
with a certified fisherman. The current target market for Albatros Private Cruises ,as 
stated above, is families, parents and kids looking for a different kind of vacations, as 
well as couples that are looking for a romantic getaway during their vacation. So, target 
ages would be 25-65, male and female. The cost of a private cruise is affordable ranging 
from 300€ till 1.500€ 
 
Albatros had a website 4 years now. The last year Christos decided to updated into a 
new pioneering website. Moreover, the company has YouTube, Tripadvisor, Facebook 
and an Instagram page. As I checked the entire social presence of the company, the 
owner does not invest money in paid advertisements. The company just uploads photos 
on Facebook and Instagram. They have a Google account, but they have created only 
one kind of advertisement last year. Moreover, they have a TripAdvisor account 4 years 
now, but they do not have any review. After a deeply discussion with Christos, he 
informed me, that he is not in corporation with any OTA’s, such as Get your guide, 
Viator, Go Halkidiki and all the customers are retrieved from a friendly hotel of the 
region. So, all the reservations are last minute reservations. And this is the problem, that 
the company deals with. The worst of all is ,that Christos does not have any knowledge 




• Halkidiki’s region- Mount Athos peninsula 
 
Albatros is operating in Halkidiki third peninsula. Mount Athos peninsula is a part of 
the greater tourism destination in the region of Central Macedonia in northern Greece. 
Since 80’s Mount Athos peninsula is realized an established tourism destination 
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attracting visitors from both abroad and domestic, especially from the nearby 
Thessaloniki urban center. With about 300 days of sunshine throughout the year, it is 
obviously the ideal summer destination, not only for Europeans, but also for Christian 
Orthodox populations (Ukraines, Russian), due to the fact, that the monastic community 
of Mount Athos and its monasteries are considered to be of  significant importance for 
the region (Wikipedia).   
According to Mr. Tassios Grigoris, the President of Halkidiki Hotelier Association, 
Halkidiki is strongly based on the tourism industry. From 1990 there is a continuous 
increase regarding the flows. The main markets that visit Halkidiki, and therefore 
Mount Athos peninsula, almost every year are: Russian, Europe, and especially 
Balkans, where in recent years there has been a large flow of tourists from the Balkan 
countries. Secondary markets are Netherlands and Belgium, as well as the Greek 
domestic market. Regarding the type of tourists visiting Halkidiki are families, couples, 
youth and millennials. 
As the season 2020 was a disastrous season, due to the Covid-19 pandemic and the 
harsh measures applied especially in Halkidiki, I decided to make my survey in the 
previous 3 years, so as to have a better view of the situation.  
In the 35th exhibition of Philoxenia in Thessaloniki Mr. Grigoris Tassios said: ‘In 
Halkidiki the season 2019 is closing well, as we were expecting significant downward 
diversification, and we finally succeeded in balancing it. If we did not have the collapse 
of Thomas Cook, that  left 1,2m euros in debt to 19 companies, I would say it would be 
a year we would be happy with’. 
The year 2019 was a difficult year for Halkidiki, according to the local organizations 
and representatives of tourism, since had to face, not only the collapse of Thomas Cook, 
but also the rain floods that caused extensive damages in the region. Although, 
Halkidiki managed unscathed to balance the situation and come up with satisfactory 
results. According to Mr. Tassios during the season 2019 the visitors in Halkidiki were 
1.200.000. About 350.000 of them were German people and the other basically were 
British, Romanian, Serbian and Bulgarian. It is also very important to note that the 
Greek market was less than the 5% of the total one, something that lead us thinking, that 
the Greek market is disappearing. In order to make the research more accurate, some 
statistics will be referred by the author from the Association of Greek Tourism 
Enterprises (SETE). The international arrivals to Macedonia Airport for the last 3 years 







We conclude that the year 2019 was very close to 2018 with a small increase. So the 
region of Halkidiki has unquestionably balanced the situation. 
 
 
• The kind of yachting tourism in Mount Athos region 
 
 
There are multiple definitions related to Yachting tourism in the academic community. 
According to Diakomihalis (2009) yachting is a ‘private sea journey’. Moreover, he 
defines the yachting term, as the act of chartering a yacht, not only as a mean of 
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transportation, but also as a base for accomodation for a group of people, who organise 
their holidays and navigate themselves for recreational purpose. 
 
Yachting tourism is an arising industry in seaside regions, especially in the 
Mediterranean countries. The expanding success of yachting tourism has resulted in a 
critical blast in its relevant business sections. As a particular type of leisure tourism, 
yachting tourism applies a positive financial effect on seaside areas, and gives a 
generous commitment to the local economy. Greece and especially the region of 
Halkidiki has many advantages to get a prevailing situation in building up a yachting 
the travel industry, such as authentic local attractions, common beach front assets, etc. 
(Chen, Jamie; Balomenou, Chrysanthi; Nijkamp, Peter; Poulaki, Panoraia; Lagos, 
Dimitris, 2016) 
Halkidiki really holds the primary spot in the regions with the longest coastline in 
Greece, which makes it an entirely favorable destination for yacht tourism. 
One of the components, that makes Halkidiki the ideal place for yacht tourism is its 
pleasing weather conditions. The Mediterranean climate in Halkidiki with the limited 
rainfall, the mild winter season and the perfect summer climate, is the major reason, 
why tens of thousands of people choose Halkidiki for yacht tourism.  
Yachting tourism has many forms, such as fishing, sightseeing, and leisure sailing, and 
its demand for berths exceeds by far the current supply in the global markets. 
  
3. Methodology 
The purpose of this study is to analyze the reasons why Albatros private cruises does 
not have a social presence and how to fix it, so as to increase the bookings in the region 
of Halkidiki third peninsula. In this paper the author included an analysis of the methods 
and tools that are used for the study, as well as an assessment of the results of the 
analysis. Furthermore, analysis has been done through the use of traditional tools.  
A SWOT and PEST analysis have been conducted, in order to analyze the internal and 
external factors, that affect the business. Finally, the author had undertaken a primary 
research with questionnaires and a secondary one, analyzing the social media profile of 
the company. 
 
Research Methods  
 
The method that had been used in the consulting project is the mixed method. The 
author chose the mixed method in order to analyze the Albatros social media profile and 
to further propose the right guidance in order to proliferate its bookings. Questionnaires 
as well as personal interviews and the author’s working experience in the tourism 





In order to suggest the campaigns, that Albatros should promote, so as to advertise the 
business, the author should have all the data according to the customers’ profiles, that 
used to visiting Halkidiki third peninsula. The data was collected via questionnaires 
shared electronically to hotel’s owners, employees in the tourism sector and people that 








Interviews are one of the main information gathering techniques for qualitative research 
in business and management. Interviews provide the researcher with the opportunity to 
gather data from people in different roles and situations. The interview may differ, 
depending on the purpose of the study. It can be an interview with a person or with a 
small group of people. Τhe only interview contained in the consulting project, comes 
from the owner of the company, Christos, who informed the author in accordance with 
the company’s profile, data for the social media accounts, and a general discussion 




A four letter approach standing for strengths, weaknesses, opportunities and threats. It 
involves specifying the objective of the business or project and identifying the internal 
and external factors, that are supportive or unfavorable to achieving that objective. 
SWOT analysis is often used as part of a strategic planning process. It also reveals 
competitive advantages, analyze the prospects for sales and profitability and prepare the 




Related to the destination of Halkidiki: 
 
• Safe and secure destination 
• Situated in a short distance from Thessaloniki, second bigger city in Greece 
• Availability of an excellent coastline, a wide range of natural beauty 
• Naturally protected bays for anchorage 
• Pleasant warm climate 
• Dolphins and seals for sea life observing 
• Historical area 
 
Related to the company: 
 
• Limited competition in Halkidiki’s third peninsula (only 3 companies operating) 
• Offers privacy-the only guests on board is the family or friends 
• No pre-set schedule, ‘do it yourself’ cruises 
• Professional and skilled captain 
• The renter can operate the boat with the appropriate license  




Related to the destination of Halkidiki: 
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• Inadequate infrastructure. The central port in Halkidiki’s third peninsula is under 
construction for years 
• The region is strongly related on mass tourism-big groups 
• Shortage of trained workforce. Lack of skilled workers in the yacht tourism sector 
• High seasonality- due to the 3 S model (sea, sun, sand) 
 
Related to the company: 
 
• No social presence to advertise the cruises- No cooperation with OTA’s 
• Max capacity of 10 people on board 
• It is operating only 5 months the year 




Related to the destination of Halkidiki: 
 
• Covid-19 situation could be proved beneficial for the private charter, since travelers 
choose to sail in private style with their siblings, than sailing in a crowded daily ship 
• The growth of yachting tourism in the region, will attract other forms of tourists 
• Halkidiki still can create its image 
• Possibility to attract high-income clients and not to be a cheap mass tourism 
destination 
 
Related to the company: 
 
• Opportunity to develop its products and services 




Related to the destination of Halkidiki: 
 
• Unstable economic and political situation in Greece discourage potential customers 
from visiting 
• Threats of the current national and international competitors as well as threats of 
new destinations.  
• An outbreak of a particularly virulent strain of flu may cause travelers to defer 
winter and spring travel, such Coronavirus. 
• Political chaos is causing market uncertainty 
• Rising taxes are affecting the local businesses  
 
Related to the company: 
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• Hotels cooperate with Travel Agencies, which organizes attractions in the region 
• High competition in the other peninsulas that have the edge to start the cruises 
from the third leg 





In order to find out which external factors might affect Halkidiki tourism destination 
and Greek tourism in general, the PEST analysis was conducted. This analysis is 
focusing on external macro environment, which consists of Political, Economic, 




The political environment is very important, when we refer to an industry like 
hospitality. In case, there is political instability, no tourists will be attracted, so the 
hospitality industry will have lower income levels. The political situation of Greece 
isn’t on its best. Though, this year (2020), the flows of the travelers were adequate 
compared to other destinations. Moreover, Greece is characterized as a “safe place to 
travel”, since the country managed to handle the Covid-19 situation effectively and this 
is a really important advantage, because the safety is one of the top priorities for a 




National macro-economic situation, facts and events impacting the situation are major 
factors affecting the hospitality industry in Greece. One major economic disadvantage is 
the high rate of taxation. Ηigh taxation is a black spot for all businesses in Greece. 
Finally, the Greek economy is not stable in the last years. This has an impact on the 
hospitality industry for every related organization. Moreover, the Covid-19 pandemic 
has changed the whole economy, not only for Greece, but also for all over the world and 




An increased available leisure time would result an increase in the travel participation 
and an increased number of travelers. On the other side, the deadly virus ‘Covid-19’, 
that had caused tens of millions of people to be quarantined in their homes result in 
panic. This panic is visible on many levels. For example, the travel fear. Coronavirus 
has already discouraged many individuals from travel with the risk of being quarantined 





Greece is still a very well-developed country. This means it has great infrastructure, 
from plenty of cell towers to reliable power networks. As such, citizens and tourists can 
rely on the same high level of digital connectivity, as in any other European country.   
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Technological factors are shaping the future of the tourism the most. All the 
technological factors for Greece are positive. The number of Internet users is 
continuously increasing, as well as interactions between people in social networks.  
Already now the tourists are able to further research the market and compare different 
destinations. People can retrieve information about places across the world through their 
smart devices. Technology is helping people get from one place to another with as much 




In the primary research, I have decided to create a questionnaire of 13 questions. I have 
sent it via email in people, who work in the hotel industry of Halkidiki third peninsula. 
As I mentioned before, I am working for 5 years in our family company (touristic 
vessel), so, it is more than apparent, that I know the hotel owners and the receptionists 
of them, so it was easy for me to contact them. The questions are oriented in this way, in 
order to identify the tourists’ profile, that used to visiting the area. Having all the 
collected data, I will be able to propose to the Albatros company, what is the exactly 
target group, that they should target through their internet advertisements. Moreover, I 
will have all the information according to the travelers profile, such as their status, 
purchasing power etc. 
Halkidiki third peninsula has around 120 hotels/ apartments, that operate seasonal, from 
May till October. I made a list from the booking.com platform and the topodigos.gr of 
the peninsula with the hotels and the apartments of the area and I have sent one 
questionnaire per hotel. So, I managed to retrieve 100 questionnaires filled either by 




All questions and answers can be found at the Appendix. 
 
 









Graph 1: Age 
Graph 2: Gender 







The results indicated, that the majority of the respondents are females (61,9%), in the 
age of 31-50 years old, who work almost equally in the positions of the owner, manager 










According to the hotel class, I manage to retrieve data from 4 Big hotels, 53 medium 
hotels and 43 apartments/mini hotels.  
 
 














According to the Average daily rate, we can observe, that the half of the respondents 
(52%) answered 101-200 € per night. On the other hand, only 11% work or own hotels, 
that charge 10-50€ per night, 35% answered 51-100 € per night and finally just 2% 
Graph 4: Hotel class 
Graph 5: ADR 
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answered >200€ per night. So, we conclude, that Halkidiki third peninsula is a 













In accordance with the nationality of the guests, German, Russian and French are in the 
top of the guest list (56,57,64 %). Moreover, England and Serbia follow them with the 
half percentage (28%), while Bulgarian and Greek people are in the bottom line of the 




Related to the type of the travelers, we observe, that the majority of the respondents 
voted Halkidiki third peninsula as a family destination (66%). The 24% answered, that 
their hotels attract couples the most, while only 10% declared, that their hotels adsorb 
solo travelers.  
Graph 6: Guest Nationality 














According to the way, that travelers book their accommodations, the majority of the 
respondents  (56%), answered through online travel agencies, such as Booking and 
Expedia, 22% declared, that their bookings are coming from a corporate travel agency, 
and equally 22% of them answered, that customers book their accommodation through 
the hotel’s website. 
 
Customer’s purchasing power 
 
Graph 8: Way of booking 
Graph 9: Way of booking 
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In accordance with the traveler’s purchasing power, we conclude, that the majority of 
the respondents (62%) states, that their guests are high end. It is significant to note, that 
19% answered, that their hotels attract luxury type of tourists, and the rest of them 
(19%) declared, that their guests are low budget tourists. 
 









Related to the duration of the travelers stay, the majority of the respondents (83%) 
mentioned, that their guests stay from 3-10 day. 10% supported, that they stay for more 









Once again the majority (72%) said, that their rooms are being booked from December 
till February. 12% declared, that their bookings are coming from September till 
November, while the 16% mentioned, that their customers book their hotel from March 
till May. 
 
Graph 10: Duration of stay 













Raising these questions, the answers that have been given from the majority, was that  
their guests are interested in taking part in a cruise (92%), and organizing a special 
event on a private boat (63%). Only 8% answered, that their guests are not willing to 
take part in a cruise, but 20% of them declared, that their guests maybe are keen on a 
private type of cruise. Finally, only 17% mentioned, that their travelers are not 
interested in a private style cruise. 
 
Findings 
From the data collected we conclude, that the majority of the travelers, that visit 
Halkidiki third peninsula for their summer holidays, are coming mostly from France, 
Germany and Russia. They are families, high budget, that choose to stay at a hotel with 
a room rate from 50-200 € per night for 3 to 10 days. They prefer booking their trip on 
their own, via an online travel agency and mostly during the period from December till 
February. According to the outdoor activities, the majority are keen on taking part in a 
cruise, let alone to organise a special event on a boat. 
 
Secondary research 
My secondary research has to do with the Albatros website and its social media 
accounts. First and foremost, Christos let me had access in the Albatros website. 
Albatros website is just 1 year old. The company had a website for 4 years and the last 
year Christos decided to update it, so as to attract more customers. Unfortunately, I 
could not have access at the prior website, since after the creation of the new one, all the 
data were lost. 























With a first glance, it is a straight foreword website, but it has not an instant booking 
option. It has only a Facebook button (graph 14) on the right side, that leads the 
customer to message the company for further information. In my opinion, having a 
purchasing platform on the website is of utmost importance. Customers, when visiting a 
website, if the environment is the ideal one and have retrieved all the appropriate 













Graph 14: Website first page 
Graph 15: Website SEO scores 
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According to the SEO scores.  
As it is known, a high SEO score means, that the website will be displayed at the top of 
the search engines. As shown in the graph 15, all of the pages have a low score, three of 
them with the grey color means, that they have a medium score, while the orange and 
red color ring the alarm, that they need to be enhanced, in order the pages to be shown 

















It is significant to note, that as shown in the graph 16, the main page of the website has 
no key phrase. That means, that no one searching in the google search engine can find 
the page with a focus word. This is why the SEO score is low. The same is shown also 
in the other website pages. 
 
Albatros Google account 
Having a goggle account offers a strong presence in the internet platform. Moreover, 
Google offers a variety of tools, that help the companies to advertise their products. One 







Graph 16: Website key phrases 
Graph 17: Albatros Google Ads 
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As shown in the graph 17, Albatros made only one kind of campaigns, which attracted 
14 impressions and 0 clicks. That means, that no one clicked on the advertisement, so 














Indeed, the advertisement’s target group was: Belgium, Bulgaria, Italy, Romania, 
Serbia, England and Halkidiki. These countries after analyzing the data from the hotel 














Graph 18: Albatros Google Ads 
Graph 19: Albatros Google Ads 
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Moreover, the key words, that the company selected, were: Ammouliani island, athos 
sea cruises, cruise from Ouranoupolis, Ouranoupolis port, mount athos cruise, 
Halkidiki. There is not a reference in the private style that the company offers, so as to 
















In accordance with the tripadvisor account, Christos informed me, that his sister created 
the account 3 years ago, but as it is shown in the graph 20, it has no reviews. It is more 
than apparent, that the company does not try to collect reviews from the customers, and 












Graph 20: Albatros Tripadvisor account 




A YouTube channel is a useful tool for a company to promote their products, let alone, 
when it has to do with a cruise company, that offers sea, sky and summer experiences. 
After accessing the YouTube account we can observe, that the channel of the company 
uploaded only 4 videos with a max duration of 1 minute in these 5 years of existence. It 
is more than apparent, that these videos had 4, 15, 10, 7 views. So, the videos had not 
been promoted in the right target group. Moreover, the fact that at the top of the 




























Graph 23: Albatros Instagram account Graph22: Albatros Facebook account 




According to the Facebook and Instagram account. As I were informed from the 
Albatros owner, his sister created both the accounts 5 years ago. We observe in the 
graph 22, that the Facebook account has 915 followers, but only 206 checked in at the 
cruise ship. The Facebook page is a family one, since it does provide all the content 
needed, so as to be transferred at the website and ask for further information. 
Nevertheless, observing carefully the demographics data at the graph 24, it is significant 
to note, that the majority of the people, that clicked on Albatros Facebook and 
Instagram page were from Greece (1,206) and especially from Thessaloniki. Bulgaria 
follows with 134 fans and then Romania, Serbia and Germany. Finally, observing the 
Instagram account, the company has 554 followers, and only 158 posts in these 5 years. 
When having such a business, it is of utmost importance to create at least one post per 
day, with the appropriate hashtags, so as to be advertised and attract potential 
customers. Finally, I realized that the company did not make any kind of paid 




4. Competitive Analysis  
Competitive analysis or competitive research is a field of strategic research that 
specializes in the collection and review of information about rival firms. It's an essential 
tactic for finding out what your competitors are doing and what kind of threat they 
present to your financial well-being (Tighe, 2017). 
In Halkidiki third peninsula there are only 4 companies, that organize cruises. Albatros 
Private Cruises, Eirinikos Glassbottom Cruises (our family business), Calypso and 
Athos Sea Cruises. Only Albatros is the one, that is exclusively associated with private 
cruises, since the other three companies own big ships, that can host 200 people and 
more, and are mainly operating on a daily basis with tickets. Nevertheless, all of them 
organize private cruises. But the costs are out of the competition. These companies need 
fuel, crew and more money to arrange them for a private charter. This is a competitive 
advantage, that the Albatros company should take into account. 
The only limitation, that the Albatros faces related to the rival companies, is the 
capacity. So, the company should target mainly to families, couples and groups of 
people under 11 pax.  
On the other hand, there are many companies from the second leg of Halkidiki, that 
have the edge to start their cruise from Halkidiki third peninsula. These companies are 
yachts, like Albatros with the same capacity of people on board, that have also the 
opportunity to transfer them to the other peninsulas. Albatros has not the appropriate 
licenses to leave the third leg, so the company should invest in the beauty, that the third 
leg offers and to launch a campaign, that will promote the exploration of the hidden 
beauty of Halkidiki third peninsula by a local, which is Christos, and his knowledge 







5. Marketing Mix 
An integrated marketing  plan is necessary for Albatros Private Cruises, as they need to 
have a strategy for frequently evaluating and amending their product mix, so that they 




The Albatros Private Cruises company should extend additional benefits for purchasing 
its products. First and foremost, it should provide on their website an online booking 
platform, where travelers can instantly book their cruise, when reading the description 
and not to email or phone the company. Moreover, the company should introduce new 
products that are in line with the latest trends in Halkidiki’s market. It should identify 
opportunities within the market and introduce new products that make use of these 
opportunities. Albatros company should widen its portfolio, offering new products to 
fulfill customer needs. After analyzing the data from the questionnaires the majority of 
the hotels, in the region that Albatros does operate, attracts families, and these families 
are keen on taking a private cruise. So, the brand portfolio ought to be extended with 




The current pricing strategy, that Albatros follows is a competitive based pricing 
strategy, and this happens because the competitor’s data are easily available through 
their website. Albatros charges the cruise per hour and is strongly related to the 
destination that the travelers choose. Nevertheless, sometimes Christos sells the cruises 
at a higher price than competitors. This is because it offers more services during the 
cruise (such as lunch, wine, music), and the high price makes up for these. Finally, 
Albatros should invest more money to train a person, that will be hired to promote the 





These cruise packages will be available to Halkidiki’s third peninsula customers. After 
analyzing the questionnaires, the top guests are France, Russian, German and England 
people that visit the area and are interested in taking a private cruise. Moreover, the 
cruise packages should be also advertised in the media world. All those people that 
search for a private cruise in Halkidiki third peninsula, those searching for a special 
moment on board, must find the Albatros company at the top of the search engines. This 
would allow the company to generate more sales. Moreover, Albatros should cooperate 
with OTA’s (Get your Guide), that will promote the cruises with a commission of 25%. 










The improved and new cruise packages could be promoted through social media 
networks. First and foremost, Albatros should undergo various digital marketing 
technique in order to improve the online traffic on its website (SEO score 
enhancement). Moreover, the website should be linked to all of the social media 
accounts, so as the customer to click on it and proceed to instant booking. Furthermore, 
the website with the right linking words and the focus key phrases would be able to 
attract even more visitors from the google search engines.  
Advertisement is another promotion approach. Google campaigns should be organized 
with a paid-per-click strategy, essentially during the months, that the visitors plan and 
book their hotels. After analyzing the questionnaires, the majority of the hotels accepts 
the bookings from December till February. These three months the google ads should 
promote the cruise packages with the appropriate focus words, hashtags, memes etc. and 
a discount coupon of pre-booking, so as to attract even more travelers. Furthermore, 
initiating an advertising campaign, where a consistent message is provided to customers 
on all media platforms, will help increase awareness for the brand within the minds of 
the customers.    
To continue with, Albatros should promote its authenticity and high quality to the 
Tripadvisor platform. Christos should ask for the travelers to rate for the company in the 
tripadvisor platform. He should also provide high quality services, so as to gain a 5 star 
review. In this way, people that searching ,what to do in the region and are interested in 
reading the reviews in Tripadvisor, will detect easily the Albatros, read the excellent 
reviews, and finally book it. 
Finally, through Facebook and Instagram Albatros should make social media posts that 
are more relevant to its target audience. The posts should be such, that they encourage 
further action by customers, such as sharing the posts with friends, or leaning feedback 






To conclude with, Albatros has many problems to face. First and foremost, Christos 
should arrange a person, ideal a trained one, who has all the capabilities to make the 
appropriate changes at the existing accounts and furthermore to handle them at a daily 
basis, so as to attract digital customers. To start with the website, the website of the 
company should enhance the SEO scores, by filling the capable focus words, that will 
make the website to reach the top of the search engines. Focus words could be found, by 
analyzing the competitors website, but this is something more advanced. The website 
should provide also an online booking platform, where each and every visitor can 
purchase instantly. Moreover, Christos should provide unforgettable summer 
experiences, and should invest in that, asking for the travelers to rate for these 
experiences on the Tripadvisor platform. Day to day, year to year and by collecting a 
great deal of excellent reviews, Albatros could be awarded as ‘the best thing to do’ of 
the region, and gain even more bookings. Also, via the Tripadvisor platform, the 
company can create and sell their cruises, while the last 2 years tripadvisor offers an 
online booking engine, with a 25% commission. In this way, every visitor, that would 
read the reviews in TripAdvisor, would easily book the cruises and buy the tickets 
through this platform. Furthermore, the company should devote a monthly amount of 
money in the advertisements. As concluded from the questionnaires, the travelers prefer 
booking their trips on their own, they make their own survey, so it would be more 
effective to run advertisements, when they are planning their vacations. From December 
till October, the hotels are accepting their bookings. This is the period, that the Albatros 
should run its ads. In accordance with the YouTube, Facebook and Instagram accounts, 
a post should be made every day during the summer season, with the appropriate 
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1) Please specify your hotel class 
a) Mini Hotel (up to 30 rooms) 
b) Medium Hotel (31-200 rooms) 
c) Big Hotel (Above 200 rooms) 
 
2) What is your ADR (average daily rate)? 
a) 10-50€ / night 
b) 51-100€ / night 
c) 101-200€ / night 
d) >200 € / night 
 
















5) How do they book your hotel? 
a) OTA's (booking, Expedia, etc.) 
b) Website 
c) Travel Agencies 
d) Other 
 
6) What is their purchasing power? 




7) How long do they usually stay? 
a) 1-3 days 
b) 3-10 days 
c) More than 10 days 
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10) Are they interested in organizing a special event, such as a birthday party, bachelor 
















13) What is your hotel position? 
a) Owner 
b) Receptionist 
c) Manager 
d) Other 
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